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INTRODUCTION

The importance of a speaker's personal credibility
was established in ancient Greece.

The classical

theorists realized credibility's important role in the
communication process.

Aristotle pointed out the three

elements of communication which influence the
receiver's judgment.
(emotion), and ethos.

These are logos (reason), pathos
Ethos is the receiver's

perception of the speaker's character.

Aristotle said

the ethos was made up of the speaker's good sense, good
moral character, and goodwill.

To Aristotle, the most

important knowledge to be gained from the study of
human communication was how to convince an audience
that a speaker was credible (Harper, 1979, p. 38).
Today, source credibility is a much-studied area
of communication theory.

Thomas M. Steinfatt defines

credibility as "an attitude (a collection of belie f s)
held by one person about another person"
173).

(1977, p.

This credibility has several dimensions, as

Aristotle believed.

Factor analytic research by modern

theorists such as David Berlo, James Lemert, and Robert
Mertz (1969), has pinpointed three dimensions which
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constitute the perception of a person's credibility.
These are competence, trustworthiness, and dynamism.
Competence refers to a communicator's expertise or
experience attributed to him.

Trustworthiness is the

perception of the speaker's character; how friendly and
honest he is.

Dynamism is the perception of the

speaker's energy and "outgoingness"

(p. 174).

All three dimensions of credibility depend on the
audience's perception of the speaker.

To convince the

audience of his credibility, a speaker must communicate
effectively to show how competent, trustworthy, and
dynamic he is.

In a sense, the speaker is trying to

persuade the audience to believe he is credible.

Since

past research has found a positive relationship between
credibility and persuasiveness (Hovland & Weiss, 1951;
Kelman

&

Hovland, 1953; Andersen

&

Clevenger, 1963), it

is important to study the communication factors which
affect credibility.

These factors are the source, his

message, channel, receiver, and environment.
Emmert and Donaghy (1981) point out these factors
are especially important in the public communication
setting.

The initial credibility of the source is the

credibility the audience perceives before presentation
of the message.

It is the audience's knowledge of the

speaker himself; his background, experience, and
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appearance.

Appearance includes attractiveness, and

studies have found people perceived to be attractive as
more persuasive (Chaiken, 1979).
Derived credibility is the perception of
credibility derived from the presentation of the
message.

As the message is presented, the audience

forms perceptions of the speaker through his expertise
and style of delivery.

If intense, emotional language

is used, perceptions of trustworthiness may suffer.
Perceived dynamism may decrease if the speaker appears
too apathetic or lethargic (Emmert & Donaghy, 1981, p.
327).

There have been numerous studies on how the

message and its delivery affect dimensions of
credibility (Miller & Hewgill, 1964; Sereno & Hawkins,
1967; Burgoon, 1978).
The channel of the message involves the mode or
medium of the message.

Generally, research has shown

that televised messages produce greater attitude change
than radio messages, and radio messages produce greater
acceptance than printed ones (Smith, 1982, p. 234).

In

a face-to-face or visual medium, the nonverbal cues in
a speaker's presentation can be seen, and therefore
contribute to his dynamism.

In a nonvisual medium, the

receiver must depend on the message itself, as well as
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the language and paralanguage of the speaker to form
perceptions of his credibility.
The receiver-centered approach to communication
recognizes that the audience is just as important as
the speaker in deciding the outcome of a message
(Emmert

&

Donaghy, 1981, p. 327).

The needs, values,

and demographic characteristics of an audience are
important determinants of credibility (Steinfatt, 1977,
p. 176).

The environment in which a message takes place
also affects the interaction between speaker and
receiver.

The environment is everything external to

the communication process.

Studies have shown that a

message presented in an "unattractive" setting results
in significantly lower credibility ratings and negative
attitude change than the same message presented in an
"attractive" environment (Biggers & Pryor, 1982, p. 9697) .
The purpose of the current study is to examine
how the delivery of a message affects perceptions of a
speaker's credibility.
was speech fluency.

The delivery factor manipulation

Previous research on source

credibility has shown that in audio-taped messages, a
speaker's nonfluent speech does affect credibility
ratings.

One of the first studies which investigated
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nonfluencies and credibility was conducted by Miller
and Hewgill

(1964}.

They pointed out that up to that

point, credibility had been investigated by
manipulating factors outside the source's actual
presentation and content of the message.

With these

held constant, studies showed variations in speaker
competence and trustworthiness led to some attitude
change by the audience.

Miller and Hewgill also

pointed out that emphasis was placed on who the source
was, and little consideration was placed on how the
source delivered the message (p. 36}.
were varied across five levels:

Nonfluencies

frequencies of

nonfluencies were zero, 25, 50, 75, and 100.
of nonfluencies were used:
repetition of a word.
message:

Two types

vocalized pause and

There were nine versions of a

one contained zero nonfluencies; four

contained either 25, 50, 75, or 100 vocalized pauses;
and four contained the same frequencies of repetitions.
The nonfluencies were inserted into a tape-recorded
speech against giving college scholarships to athletes
on the basis of athletic performance.

After hearing

the message, subjects evaluated the speaker using
credibility scales developed by Berlo and Lemert (1961;
cited in Miller & Hewgill, 1964}.

It was found that as

nonfluencies were increased, perceived credibility
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decreased--but only for the dimensions of competence
and dynamism (p. 42).

Miller and Hewgill gave several

explanations why trustworthiness ratings were not
significantly reduced.

First, the trustworthiness

factor might be relatively independent of nonfluency;
an audience might consider a stutterer just as
trustworthy as a nonstutterer, but not as competent.
Second, the classroom context in which the speech was
presented might have cued the audience to pay more
attention to the speaker's presentation than to his
character.

Third, the source's anonymity might have

reduced the importance of trustworthiness, because
emphasis was not placed on who the speaker was (p. 42).
Nonfluencies were studied again by Sereno and
Hawkins (1967).

They not only looked at how

nonfluencies affect perceptions of credibility, but
also how they affect an audience's attitude toward a
topic.

Five types of nonfluencies were

operationalized:

vocalized pause, sentence correction,

stutter, repetition, and tongue-slip correction.
were five levels of nonfluencies:
zero, 50, 75, 100, and 125.
conditions:

There

frequencies were

There were five treatment

one condition contained zero nonfluencies;

the four others contained 50, 75, 100, 125 nonfluencies
respectively.

Sereno and Hawkins determined the amount
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of each type of nonfluency by the approximate frequency
it occurs in normal speech.
each category were:

The percentages used for

(1) vocalized pause, 33%;

sentence correction, 25%;

(3) stutter, 14%;

(2)

(4)

repetition, 14%; and (5) tongue-slip correction, 14%.
These were inserted into versions of an audio-taped
speech favoring Black Muslims.

It was found that

various amounts and types of nonfluencies did not
significantly affect attitude change.

Using the Berlo-

Lemert credibility scales, results were found to
support the findings of Miller -and Hewgill:

increases

in nonfluencies adversely affected the credibility
ratings of competence and dynamism, but
trustworthiness was not significantly decreased (p.
5 8) •

Sereno and Hawkins also found that varying

amounts of nonfluency did not diminish the persuasive
effect of the speech.

They pointed out that this

finding could be attributed to the topic itself.

The

issue of Black Muslims probably had little personal
significance for the subjects because of their
geographic location (Pacific Northwest).

The shift

toward the topic could be explained because it was not
a salient issue.
Both the Miller and Hewgill and Sereno and Hawkins
studies examined the effects of nonfluencies on
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perceptions of credibility.

Other studies (Bowers,

1965; Addington, 1971) have examined various attributes
of speech delivery and how these affect an audience's
attitude toward a speaker.
Bowers (1965) found that different styles of
delivery did not affect attitude change toward a topic.
But he did find that moderate variations, which he
called "introverted" and "extroverted" styles, affected
attitude change toward a speaker already perceived to
be credible.

The "extroverted" (or dynamic) style

produced an overall favorable attitude toward the
speaker (p. 156).
The effects of speaki n g rate, variety, voice
quality, and articulation were examined by Addington
(1971).

He found that speaking rate had the leas t

- effect on all dimensions of credibility (competence,
trustworthiness, dynamism), and articulation had the
greatest effect.

The condition in which faulty

articulation was produced was found to significantly
lower all credibility ratings (p. 246).

Unlike

previous studies which used persuasive or argumentative
messages, Addington used a nonpersuasive message called
the "Rainbow Passage"

(p. 243).

A radio newscast was used in Judee Burgoon's study
which examined practical applications of voice
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qualities to broadcasting (1978).

Burgoon used

credibility scales developed by Mccroskey, Jensen, and
Valencia which measured the credibility of mass media
figures

(p. 178).

These dimensions were similar to

those of Berlo and Lemert's: competence or composure,
character-sociability (trustworthiness), and
extroversion (dynamism).

Four different speakers were

used, one of whom was a broadcasting student trained in
radio newscast delivery.

It was found that speakers

who were more fluent, pleasant, clearer, and slower
were rated more competent.

Attitude change was not

measured in this study because the message was not
intended to persuade.

However, prior research on

attitude change and speaker delivery suggested rapid
speech serves as a credibility cue and enhances
persuasion (Miller, Maruyama, Beaber, & Valone, 1976).
The fact that Miller et al. obtained a positive
relationship between speech rate and credibility while
Burgoon reported a negative relationship may be
explained by the differences in messages:

Miller et

al. used a persuasive message, while Burgoon used an
informative one.
The studies mentioned investigated the effects of
delivery style (nonfluencies and other vocal factors)
on credibility and person perception using audio-taped
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messages.

The speaker was not seen, only heard.

All

speakers were trained in vocal delivery, except in
Burgoon's study, which used three untrained and one
trained speaker.

The results of the previous studies

support the hypothesis that increased nonfluencies
adversely affect at least two dimensions of
credibility:

competence and dynamism.

The present study was designed to extend
past research by investigating the effects of
nonfluencies on speaker credibility in both an audiotaped and video-taped message.
Miller and Hewgill

Based upon the work of

(1964) and Sereno and Hawkins

(1967), the replication hypothesis is as follows:

as

the number of nonfluencies is increased in an audiotaped message, the credibility of the speaker will
decrease in the dimensions of competence and dynamism,
but ratings of trustworthiness will not be
significantly affected.
The present experiment will also explore several
research questions in regard to the effect of
nonfluencies on speaker credibility in the videotape
context.

First, will increased nonfluencies affect

ratings of credibility differently in the televised
(video) message than the audio-only message?
which dimensions will be affected the most?

If so,
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The second research question concerns another
element of credibility:

attractiveness.

Competence,

dynamism, and trustworthiness are just some of the
factors known to influence beliefs about the
credibility of a source.
Perceptions of attractiveness and belief
similarity are other ways by which an audience
evaluates source credibility (Steinfatt, 1977, p. 179).
The communication in the current study is a newscast,
an informative message.

Since beliefs of the speaker

are not presented, perceptions of belief similarity
are controlled.

However, the audience can see and/or

hear the speaker and can rate him on perceived
attractiveness.

In additi o n to the dimensions of

credibility, a semantic-differential scale on
attractiveness will be used to rate the audience's
perception of the speaker's overall attractiveness.
The research question posed is:

will increased

nonfluencies affect attractiveness ratings of the
speaker in either the video or audio channel?
The third and last research question concerns
recall of the message.

Recall and rate of speech were

examined by Smith and McEwen (1974), who found that as
speech rate increased, recall of a radio-newscast
message decreased (p. 77).

To see if nonfluencies
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produce differences in the recall of the message of
this study, the research question asked is:
do nonfluencies affect recall of the message in either
the videotape or audiotape message?
In summary, the research questions were intended
to investigate how credibility, attractiveness, and
recall are affected by nonfluencies and channel.

METHOD
Subjects
Subjects were 80 undergraduate students enrolled
in basic speech classes at the University of Central
Florida.

The data were collected during the fifth week

of the 1986 spring semester.

Past research in the area

being studied used similar speech classes (Miller

&

Hewgill, 1964; Bowers, 1965; Sereno & Hawkins, 1967;
Addington, 1971; Burgoon, 1978).
and 38 females in the sample.

There were 42 males

The average number

subjects per cell was 13.3.
Design
A 3 X 2 factorial design was used.
variables were:

(1) number of nonfluencies

three, and nine); and (2) channel
videotape).

Independent
(zero,

(audiotape or

There were six versions of the stimulus:

zero, three, or nine nonfluencies for the audio-taped
message, and zero, three, or nine nonfluencies for the
video-taped messages.
The nonfluencies were of three types
Hewgill, 1964; Sereno & Hawkins, 1967).

(Miller

&

These included

the vocalized pause, defined as the utterance of the
word "uh" between two consecutive words:
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"the
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Senate ... uh ... Budget"; repetition, a repeated a word or
sound:

"is ... is now''; and tongue-slip correction, the
"forty-foot

correction of an unintended word or sound:
seal ... sailboat."

Dependent variables were (1) credibility ratings,
(2) attractiveness rating, and (3) recall.

The

credibility scales developed by Berlo and Lemert (1961)
were used to measure ratings of perceived competence,
trustworthiness, and dynamism.
for each dimension were:

The four scales used

(1) competence:

experienced-

inexperienced, expert-ignorant, trained-untrained,
competent-incompetent;

(2) trustworthiness:

just-

unjust, kind-cruel, admirable-contemptible, honestdishonest; and (3) dynamism:

aggressive-meek, bold-

timid, energetic-tired, extroverted-introverted.
were all rated along a seven-point scale.

These

A single

seven-point scale was used to measure perceived overall
attractiveness:

attractive-unattractive.

Recall was

tested by asking subjects to identify as many news
stories as they could that were presented in the
message.
The same message, a short newscast, was used in
all conditions.

It contained 449 words.

The newcast

contained a total of seven separate news items.

The

newscast message was chosen because of its informative
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nature.

Since attitude change was not part of the

study, a simple nonpersuasive message was appropriate
for the purposes of the study.
Each message/newscast was approximately two
minutes, 40 seconds in length.
written into the script.

Nonfluencies were

Placement was determined by

dividing the number of words in the message by the
number of nonfluencies in each condition.
One message contained zero nonfluencies.

The

three-nonfluency condition contained one of each type.
The nine-nonfluency condition contained two vocalized
pauses, three repetitions, and two tongue-slip
corrections, plus an extra tongue slip correction and a
silent pause.

The silent pause was a short break

between two consecutive words.

These extra

nonfluencies were spontaneous errors, and it was felt
that because of their naturalness, they should be
included in this condition.
The three messages were video-taped using a
television news set at the University of Central
Florida's broadcasting facilities.

The "newscaster"

was a male university student experienced in
broadcasting.

He was an employee at the campus radio

station at the time of the experiment.
speaker was used in all conditions.

Only one

His delivery style
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was controlled as much as possible to make sure all the
conditions were recorded the same way .

He did not

identify himself in the message .
The three messages were recorded on 3/4 - inch
videotape .

The same messages were then transferred

from videotape to audiotape (cassette) .

The audio

quality was the same for both media .
Procedure
In each condition, subjects were told the speaker
was a university broadcasting student .

They were asked

to help evaluate the student's performance as a
broadcaster .

Subjects in each condition then viewed or

listened to the message.

They were then asked to

complete a "Newscaster Evaluation Form .''

The form

contained the credibility and attractiveness scales ,
and spaces for subjects to list news items recalled
from the message .
The scales for each of the three credibility
dimensions were scored by assigning a value of seven to
the response indicating the highest degree of perceived
credibility .

A value of one was given to responses for

the lowest rating .

Scores for competence,

trustworthiness, and dynamism were obtained by summing
the values of each dimension's four factors.
Accordingly, the possible range of scores for each
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dimension was 4 to 28.

The attractiveness scores were

obtained in the same way.

Recall scores were acquired

by summing the number of news items listed in each
condition.
The scores for competence, trustworthiness,
dynamism, attractiveness, and recall were then
submitted to two-way analyses of variance (ANOVA)
tests.

Significant F-ratios were probed with the

Scheffe statistical method.

RESULTS
The mean number of subjects in each condition was
13.3.

The video condition with nine nonfluencies

originally contained nine subjects.

During the

experimental procedure, it was suspected that some
distraction might have occurred due to the testing
environment.

A new sample of 10 subjects was then

drawn from a similar basic speech class and used for
this condition.

At-test was used to determine if

there were significant differences in the
credibility and attractiveness ratings and number of
stories recalled between the two samples.

None of the

differences exceeded the .05 probability level.

The

two groups were then combined and used as one sample
for this condition.
The mean ratings for perceived competence in each
condition are presented in Table 1.

The mean

competence rating for all conditions was 19.11.

The

highest possible score for this credibility dimension
was 28.

The audio condition containing three

nonfluencies had the highest rating (21.50).

The audio

condition containing nine nonfluencies had the lowest
competence score (16.50).
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A two-way ANOVA yielded a significant interaction
effect (f=8.45, £<.01).

The Scheffe tests showed

the audio condition with nine nonfluencies had
significantly lower competence ratings than both the
zero nonfluency and three nonfluency conditions.

No

significant differences were found to exist between the
three video conditions.

The interaction finding is

consistent with the replication hypothesis.
The means for subjects' ratings of perceived
trustworthiness are shown in Table 2.

The highest

possible score for this dimension was also 28.

The

grand mean score for the six conditions was 19.13.

The

highest rating was found in the audio version
containing three nonfluencies (20.0); the lowest was
found in the video condition containing zero
nonfluencies (16.80).

No significant effects were

obtained for this dimension, though the main effect for
channel did approach significance (f=3.78, £<.06).
Mean ratings in the audio conditions increased very
slightly as nonfluencies were increased from zero to
three, then decreased in the nine nonfluencies
condition.

Trustworthiness scores were also increased

in the video condition as nonfluencies increased from
zero to three, then stayed the same for nine
nonfluencies.

Further probing with the Scheffe method
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found differences between all conditions to be
nonsignificant.

As expected, trustworthiness ratings

were not adversely affected by increased nonfluencies.
Table 3 shows the means for ratings of perceived
dynamism.

The mean dynamism rating for all conditions

combined was 18.96 out of a possible score of 28.

The

highest rating was found in the audio condition
conta i ning ze r o nonfluencies (21.75).

The video

condition with three nonfluencies had the lowest ra ti ng
(17.82).

The two-way ANOVA test yielded no significant

main or interaction effects.

Dynamism ratings among

the three video conditions did not vary significan t ly.
The replication hypothesis was not supported:
perceived dynamism ratings did not significantly
decrease as nonfluencies increased in the audio
messages.
Subjects' ratings of speaker attractiveness are
found in Table 4.

The mean rating for all conditions

combined was 4.07 out of a possible score of seven.
The audio-zero nonfluency condition produced the
highest attractiveness score (4.42).

The subjects in

the video condition containing zero nonfluencies rated
the speaker lower in attractiveness than the other
conditions (3.80).

Perceived attractiveness decreased

only nonsignificantly as nonfluencies increased in the
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audio messages; ratings of attractiveness actually
increased slightly as nonfluencies increased in the
video messages.
significant.

However, these differences were not

Subjects rated the speaker's

attractiveness similarly, whether they saw him or not.
The mean numbers of stories recalled in each
condition are found in Table 5.

The average number of

items recalled for all conditions was 3.13 out of seven
stories presented in the message.

The most news

stories we r e recalled in the audio version containing
zero nonfluencies (3.92); the fewest news items were
recalled in the video condition with zero nonfluencies
(1.90).

Number of stories recalled decreased in the

audio condition with three nonfluencies, then increased
slightly in the version with nine nonfluencies.

In the

video conditions, subjects seemed to recall more
stories as nonfluencies increased.

However, a two-way

ANOVA revealed these differences were not significant.
Increased nonfluencies did not significantly hinder
recall in either the audio or video channel.

DISCUSSION
This study was designed to replicate and expand
previous research on the relationship between
nonfluencies in speech and perceptions of speaker
credibility.

The findings indicated that competence

was significantly lowered, but trustworthiness and
dynamism were not affected as nonfluencies increased
in the audio-only conditions.

The effect of

nonfluencies in the video-taped messages was also
examined.

Nonfluencies did not significantly affect

any of the credibility dimensions in the videotape
conditions.

The finding that trustworthiness remained

unaffected by increased nonfluencies supports previous
research on audiotaped messages.
The significant interaction finding for the
competence dimension may be explained as follows.

The

audio message containing the highest amount of
nonfluencies produced significantly lower ratings than
either the zero-nonfluency or three-nonfluency
messages.

Subjects who only heard the speaker

considered him to be much less competent as he made
more "mistakes."

This finding supports the results of

past research which have shown that as the quantity of
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nonfluencies presented by a speaker increases, audience
ratings of perceived credibility decrease (Miller
Hewgill, 1964; Sereno

&

Hawkins, 1967).

&

Sereno and

Hawkins point to earlier studies which indicated that
in situations involving inadequate performance by an
unfamiliar individual, others will reduce their ratings
of the individual's competence more than his
likeability (1967, p. 42).

Such was the case in this

study; subjects were not told who the speaker was, did
not see him, and thus were unfamiliar with him.

They

rated him as less competent due to the deficiencies in
his presentation of the message.
Dynamism ratings, which were expected to decrease
significantly in the audio condition, were not
significantly affected in either the audio or video
conditions.

An explanation for this could be that the

speaker already possessed a relatively high degree of
dynamism:

his voice quality, tone, inflection, and

speech rate might have been perceived to be highly
dynamic (see Table 3).

Thus, increased amounts of

nonfluencies did not adversely affect ratings of this
dimension.

Another explanation could be due to the

lower ratio of nonfluencies in the message, compared to
previous studies.
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Differences in trustworthiness ratings between the
three audio conditions were not significant .

This

finding supports the replication hypothesis in part.
However, differences in trustworthiness scores between
the audio and video conditions were almost significant
in the opposite direction , suggesting increased
nonfluencies had an adverse effect on one of the
channels .

The results show that the lowest

trustworthiness rating was found in the video - zero
nonfluency condition (16 . 80) , the highest was found in
the audio - three nonfluency condition (20.00) .

It is

possible that factors such as the speaker's physical
appearance and demographic qualities (for example, age
and race) may have affected trustworthiness ratings in
the video conditions .

Replication is needed to further

explore the relationship between channel and ratings of
trustworthiness .
In addition to the credibility factors , two other
dependent variables were examined :

speaker

attractiveness and message recall .

Increased

nonfluencies did not significantly affect ratings of
perceived attractiveness in either the audio or video
channel; subjects rated the speaker similarly in all
conditions .

Increased amount of nonfluencies did not
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significantly affect recall of news stories in any of
the conditions.
Replication of this study is suggested to confirm
its findings.

Some possible threats to the internal

validity of this experiment are:

relatively small cell

sizes, selection of subjects may not have been truly
random, and demand characteristics of some subjects.
This last factor was most evident in the video-zero
nonfluency condition.

Several subjects wrote comments

and criticisms about the speaker, on both his physical
appearance ("needs a haircut") and style of delivery
("kind of sounds like Howard Cosell," "too John Wayneish," "no Dan Rather").

Subjects in the video-nine

nonfluency condition wrote comments which addressed the
presence of nonfluencies; the speaker "had a few
'uh's' ," and "had trouble reading his cue cards."
These demand characteristics may have been due to the
classroom context of the experiment; because subjects
were from speech classes, they may have been
sensitized to the speaker's delivery.
To improve the generalizability of the research
findings, suggested modifications are as follows:
larger cell sizes, selection of subjects from areas
unrelated to speech delivery, and more explicit
instructions on the "Newscaster Evaluation Form.''

It was
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noticed that some subjects used the spaces reserved for
identifying news stories to write comments about the
speaker.

The form should include additional spaces for

subjects to list their comments.
The study of credibility theory has dealt with
factors both internal (source, message, channel,
receiver) and external (environment) to the
communication process.

The current experiment

investigated how the delivery of a message affects
percepti ons of a speaker's credibility and
attractiveness, as well as recall of the message.
Further research in this area could investigate the
effect of nonfluencies on the credibility ratings of a
speaker who is already rated as highly credible.
Attractiveness may also be studied more thoroughly by
measuring how nonfluencies affect ratings of a speaker
considered to be highly attractive.

Research on

message recall may look further at how news items
containing nonfluencies are affected, if they are
recalled significantly more or less than stories
without nonfluencies.

Future research of speaker

credibility in the broadcast news context would aid in
the improvement of delivery techniques and development
of a news organization's overall credibility.
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Past research in credibility has investigated the
effects of nonfluent speech on perceptions of a
speaker's ethos in persuasive messages.

Studies by

Miller and Hewgill (1964) and Sereno and Hawkins (1967)
have found that nonfluencies have a negative effect on
speaker competence and dynamism.

The current study has

confirmed that competence finding once again, using an
informative message.

Together, these findings suggest

that as speech is interrupted, perceptions of a
speaker's competence and expertise will deteriorate in
a variety of public communication situations.
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Table I

MEAN RATINGS OF SPEAKER COMPETENCE
Number of nonfluencies
Channel

0

3

9

Audio

21.08a

21. 50b

16.50ab

Video

18.90

18.64

17.16

Note: Means with common subscripts differ significantly
at the .05 level.

Table 2

MEAN RATINGS OF SPEAKER TRUSTWORTHINESS
Number of nonfluencies
Channel

0

3

9

Audio

19.75

20.00

19.75

Video

16.80

19.00

19.00
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Table 3

MEAN RATINGS OF SPEAKER DYNAMISM
Number of nonfluencies
Channel

0

3

9

Audio

21.75

19.60

18.88

Video

18.70

17.82

18.26

Table 4

MEAN RATINGS OF SPEAKER ATTRACTIVENESS
Number of nonfluencies
Channel

0

3

9

Audio

4.42

4.40

4.13

Video

3.80

4.09

4.26
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Table 5

MEAN NUMBERS OF STORIES RECALLED
Number of nonfluencies
Channel

0

3

9

Audio

3.92

2.50

3.00

Video

1. 90

2.91

3.53

APPENDIX A
NEWSCASTER EVALUATION FORM
Directions:

Please rate the newscaster on the
following qualities and answer the questions
below.

1.Experienced_
2.

Expert_

3.

Trained

4.

Competent_

5.

Just

6.

Kind

7•

Admirable

8.

Honest

9.

10.

_Inexperienced
_Ignorant
Untrained
Incompetent
_Unjust
Cruel
_Contemptible
Dishonest

Agressive_

Meek

Bold

Timid

11. Energetic_

Tired

12. Extroverted

Introverted

13.Attractive

Unattractive

14. Please indicate your sex

Female

Male

15. Identify as many news stories as you can that were
presented in the newscast:
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